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Design Magic and Logic. Objects emotionally
defying both.

Objects that reach the inner soul. Upgrading the
meaning of life.

Eric Chan - SPONSORS
Principal, ECCO
Design ' deepFry
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September 19
Herman Miller Red Showroom, NYC

On Wednesday, September 19th, Core77 held
its first Offsite evening of Autumn, 2001 at the
Herman Miller Red showroom in New York City.
Over 200 guests came out to see Eric Chan of
ECCO Design and mingle with many of our core-
friends. Although hearts were still heavy from
the previous week's nightmare, we were treated
to a thoughtful presentation encouraging with
ways to help heal humanity from horror, as well
as to grow successful creations of design, by
using symbolic and emotive iconography in our
respective processes.
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With some sweet slides and a short lecture, Mr.
Chan took the audience, along with their minds
and emotions, from the losses of the World
Trade Center tragedy to the ultimate
responsibilities for the product design
community today. He pointed out that the event
shed light on an inner soul we seldom touch,
reminding us that buildings and products are
man-made objects that make imprints on our
culture. Essentially icons that reflect our own
emotions, strengths and weaknesses; the
objects created in our midst represent a
timelessness of experience, memory, and spirit.
Lofty it may seem, but Industrial Designers
have rare responsibility and opportunity for
using their skills and talents to design objects
that can constructively reconnect people
emotionally.
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Designers are able to raise the meaning and
quality of everyday life: whether through the
tallest, most-symbolic building or a simple,
everyday product, we create the objects that
people relate to daily. The key to the art of
design is to achieve a magical level of emotional
value in a product that resonates with the inner
soul of its user. Through form and function, and
the myriad ways these facets of a piece stand
alone and interact, an object can transcend the
logical expectations we have for it to that
esoteric area of true appreciation: love.

The profession is evolving to harness this
power, dividing conventional design work into
many different tasks, collaborating with a wide
variety of occupations and businesses,
expanding outside our traditional professional
landscapes, and understanding the wider world
and new areas of work that are not in our
normal practice. These actions allow us to



Design collaborations. Product cycles.

become involved at very different levels
intellectually, socially and culturally, while we
use new disciplines and skills, make new
connections, challenge old issues and provide
insight to new ones.

These new attitudes fit perfectly with a product
cycle arena that continues to become
increasingly more complex. It is a very noisy
landscape, with many new forms of electronic
communications that force us to understand and
synthesize a wider range of information across a
much bigger spectrum. In light of this increased
activity, it is even more important to digest and
distill a project's core ingredients and create a
compelling product offering solutions that reflect
the constant evolving values and emotions of
our society.

New design solutions may not even be an
object, as we're continually exhorted to create
"out-of-the-box" ideas and look for new way of
doing things. Making solutions for life may
require an answer that's a radical new work-
plan, a new distribution method, a revised
production system or a new campaign. In
practice, design solutions can be both tangible
and intangible: a product line or a strategic
plan, a tool or a process, a gadget or a theme.

Designers may generate profit for corporations,
but can also produce emotional value for users,
without presenting any creative conflict. Indeed,
this is what every CEO is hoping for, to find
ways to connect with the emotions of their
customer. Mr. Chan calls it "Emotional
Engineering,” which can provide the meaning
and core substance for a corporation's new
products and solutions. He gave a perfect
example in the recycling issue.

Now we use de-materialization, reusing recycled
materials with only a limited degree of success,
but there's still no universally effective recycling
system or process out there. Perhaps the
solution is not in recycling the physical attribute
of the product, but to look for a poetic solution.
A better process, maybe, would minimize the
necessity of recycling by maximizing the
product life cycle, by somehow recycling the
emotional value of the object. If the users could
create new meaning, we could allow products to
continue into a second or third life, just by
giving people more personally emotional
incentive to reuse.

Designers must always look to help cultivate
new opportunities and new solutions, most
especially through new systems of value and
emotion at work in our society. Since
consumers expect different meanings and
merits in even the most everyday solution, we
must continually redefine the role of designer.
As a final imperative, Mr. Chan resounded his
theme: Design today is a very different kind of
activity in a constantly changing landscape: now
more challenging and exciting than ever. A
Designer's vision and goal must be to develop
compelling products or solutions that create a
balance between people, society, and nature.
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